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11 Introduction
Helsinki restaurant market is steadily developing for the last couple of years. Finns
started to travel more, as well as more foreigners visit the country. All this brings new
customers to the market – they have higher expectations, they know what they want,
and their wishes develop constantly as they discover the world. In order to response to
customers’ aspirations Helsinki restaurant market slowly but consistently develops and
grows with increasing pace. The idea of a café-pastry shop creation came to me, when
I realized that there is a huge place for development at café market, and most of the
cafés cannot offer as wide choice as one can find in central Europe cafés.
To start up a business a person should not only have a business idea, but also have a
plan that can bring the idea to reality. The purpose of this thesis project is to create a
business plan for a small restaurant business potentially located in Helsinki downtown
area with particular attention to the financial aspects of business foundation. The topic
was chosen due to my personal interest in the entrepreneurship and existing back-
ground in finance. The main goal is to create working business plan that could be used
to build a constructive dialogue for potential investors as well as provide them support
with figures and diagrams to enable further conversation and ease decision making.
The report is divided into two parts – theory and practice. Each chapter starts with
theoretical background based on professional literature, and follows with the part
“How I did it”, where I describe utilization of obtained knowledge. The appendix to
the report is the business plan itself, which is ready to be used for business purposes.
The subject of the thesis is entrepreneurship and its financial aspects, while the out-
come is a particular business idea and the plan how to transform it into reality. In the
core of the business idea lies my dream to start up a cozy coffee place, that offer a va-
riety of home-made pastries and coffee. It is a pastry shop and a café where one can
have coffee with a dessert, and at the same time order a fancy Birthday or wedding
cake, as well as buy pastry take-away. The target group of the business would be wom-
en from 21 to 40 working, students, housewives, with children and single. The scope
of the work includes industry analysis, a detailed business idea description, product and
2service description, a marketing strategy, a human resource management strategy and
the most important part is financial plan. However this project meets some limitations,
e.g. I had to use assumptions at some points, as not everything can be measured or
predicted with 100% certainty.
As long as I started to think “Who I want to be?” and “Where I want to work?” I al-
ways wanted to have something of my own. First reason was to belong to myself, to be
my own boss, and the second is to pursue my own ideas in my own manner without
anyone restricting my creativity. When I finished high school and went to my first Uni-
versity I knew I would like to become an entrepreneur one day.
This project occurred to be quite challenging, as every topic I wanted to research raised
new questions, which, in their turned, raised others. The topic seemed bottomless,
even though it was conducted within the framework of financial management of a
small restaurant business. Other challenge with becoming an entrepreneur in foreign
country is a language barrier. Study of the law is very important, and most of the laws
are in Finnish, and legal parlance is really hard to translate with common tools.
However main goals of the project were achieved. The business plan created during
the project is considered to be operative, and can serve as a tool for dialog with inves-
tors. Besides, it is a ready-made layout for any restaurant business idea, and can be up-
dated according to my needs.
32 Reasons to become an entrepreneur
“An entrepreneur is someone who realizes an opportunity, raises the money and other
resources needed to exploit that opportunity, and takes some or all of the risk asso-
ciated with executing the ensuing plans.” (Barrow, C. 1998, 12). But what are the rea-
sons that force people to accept risks and found their own business? There exist a lot
of answers to this question. This chapter will present three main reasons, which I
found in the literature and which I consider to be valid.
People choose to be entrepreneurs if benefits from founding own business exceed
benefits from work available. According to the research published in “Inc 500. Alma-
nac” 41% of respondents choose to have their own business in order to have more
control in their lives and become their own boss (Inc. 500. October 22, 1996, 24).
This doesn’t mean that entrepreneurs are impossible to work with and they don’t ac-
cept any other authority, usually this reason is chosen when a person had an ambition
to have their own business, or because they don’t like traditional jobs. Sometimes the
only way to achieve personal goals is to start your own business.
Own business, if run successfully, provides more possibilities to receive financial re-
wards. However, an average entrepreneur doesn’t make more money than a company
employee that holds a traditional position with similar responsibilities. An entrepreneur
that us solely driven by money motivation has a low chance to succeed, as most of the
famous entrepreneurs stress out is that money was not the motivation for them to
found their business. (Barringer & Ireland, 2010)
The third reason most often given to the question “Why become an entrepreneur?” is
the following - entrepreneurship gives a possibility to be involved in the business and
fulfill your potential. For some people this is very important, to not only deal with one
part of the business, but to see the whole picture and being able to influence it.
In general, entrepreneurs can be described as ambitious, risk taking, creative, indepen-
dent, self-confident, passionate and committed individuals.
43 Developing the business plan
When someone has an idea of a business in his mind, the idea can be realized only with
writing business plan. Certainly, it’s possible to create something without extra paper
work, but in my opinion, business plan creation helps to clarify the idea, develop it,
take a look at it from another point of view and perform some important analysis, like
market and competitor analysis, calculation of financial objectives. Even when you
don’t need to raise extra capital and present your plan to the investors, the business
plan is a useful tool to manage your venture creation and its first years of operation.
Every business plan starts with a short introduction of business idea; every following
chapter brings the reader deeper into the business idea incorporated into reality. I find
that the best solution to conclude business plan is financial analysis which proves in
figures venture’s viability and confirms all the topics discussed in previous chapters.
There is no certain rule on how to write a business plan and what it should include,
every entrepreneur decides on his/her own. This chapter of the thesis will cover main
topics of business planning, except for financing, as it deserves separate chapter (see
chapter 4).
3.1 Environmental analysis
A new venture will have to grow and develop in an already existing environment. But
how much this new environment is welcoming a new business idea? How healthy the
economic situation at the market is? Is there any place for a new venture and how high
is the competition at the market? Environmental analysis serves to answer these ques-
tions.
When analyzing the market, it is very advisable to use statistical data. This will provide
figures, and figures work better when convincing investors. Industry analysis should
show how attractive the industry is, target market behavioral patterns and existing
competition.
According to Barringer & Ireland (2010, 111) there exist the following characteristics
of industries’ attractiveness. Industries are considered to be attractive if they:
5- are young rather than old;
- are early rather than late in their life cycle;
- are growing rather than shrinking;
- sell products and services that customers “must have” rather than “want to have”;
- are not crowded;
- have high rather than low operating margins;
- are not highly dependent on the historically low price of a key raw material, like
gasoline or flour, to remain profitable.
How I did it. For the industry analysis in my business plan (see appendix 1 chapter 2)
I mainly used statistical data from Statistics Finland, and statements of local business
professionals about market development and its potential.
For such a small business as a café, it’s very important to understand the surroundings,
that is why the business plan includes a location analysis and description. Location in-
fluences the characteristics of clientele and thus influencing how well you can reach
your target group e.g. luxury boutique in a low-wealth city district won’t be a good idea.
But, even if you have your target group in the area where your business is located, you
have to analize their buying behavior (e.g. café location in the wealthy district of the
city is not obviously favorable, as wealthy people are very often busy and they run
home to have rest, not to stay in a café, so most of the time café will be empty).
Next important step is competitor analysis, which comes along with SWOT analysis
(see appendix 1 chapter 2.5) After understanding who your competitors are, you can
honestly describe your strengths, weaknesses, opportunities and threats (SWOT).
I concluded my environmental analysis with a subchapter “Future potentials”, analyz-
ing in which way my enterprise can develop in the future.
I believe that most of the findings in the environmental analysis can be used in the fu-
ture, both as a guide to run the business and also as a source of new goals when com-
pany has developed and matured.
63.2 Goals and objectives
Every company should formulate its goals and objectives. Why is it important? Clarifi-
cation of the goals and its formulation in words helps to build a strategy and develop a
plan how to reach these goals. Every chapter of the business plan contains either a goal
or a target to reach. And that one more time stresses the importance of business plan
creation for a new venture even when there is no need in raising money.
Clear goals formulation helps not only build a plan how to reach them, but also deliver
a clear message to the employees about what you want to achieve.
How I did it. In my business plan this chapter (see appendix 1 chapter 3) clarifies
business idea, mission statement and describes strategies and goals for the future.
3.3 Products and services
A description of products and services gives more detailed look into the business idea.
In the restaurant business the product is both the food and the service. I think there is
no need in concrete description of the menu; however it’s nice to provide an example.
The service concept influence labor costs a lot and has to be described.
How I did it. I started with description of daily operations – opening hours; offers
during the day (see appendix 1 chapter 4). Then, I described the product. My business
plan contains only examples of what “Café 7” can offer. I didn’t want to go into much
detail, as investors don’t really care about what kind of cake will be sold. However I
described some options from different menu sections, and provided some ideas on
holiday and seasonal menus.
Product comes together with price. “New ventures can’t afford to find out the hard
way that they have set the pricing for a product too high. Not only must new products
meet customers’ needs, they must do so at the price that offers good value.” (Baron &
Shane. 2008, 363). For a café there is no much choice to set pricing, as the market al-
ready exists. You can neither make prices much lower than competitors, because you
will not meet profitability, nor can you make it higher (unless this is not a part of your
7business idea and segmentation tool), because then you will not find your customers.
Besides, very low pricing level sends confusing signals to the customers; they can start
doubting the quality of your product. I chose pricing level at the average level of coffee
and pastry in Helsinki downtown cafés.
3.4 Service operations, manufacturing, planning of premises
There could exist different types of services in a restaurant business, e.g. table service,
buffet service, cafeteria service and others. This depends on the business idea of the
place.
The business plan of small restaurant or a café should definitely include description of
service operations, manufacturing and design description of the premises. Barringer &
Ireland in their book “Entrepreneurship: successfully launching new ventures” (2010,
151) say “You have to strike a careful balance between adequately describing this topic
and providing too much detail. Your readers will want an overall sense of how the
business will be run, but they generally will not be looking for a detailed explanation.
As a result it’s better to keep this section short and crisp.”
But do we design interior first, and then come to the service? Where is the starting
point to define what kind of operations we will have in our café or a restaurant? Nine-
meier J.D. (2000, 105) writes “Everything starts with the menu. The menu dictates
much about how your operations will be organized and managed, the extent to which
it will meet its goals, and even how the building itself – certainly the interior – should
be designed and constructed.” This is why description of our products and services
comes before (see appendix 1 chapter 4).
How I did it. The business idea of a café defines the service style chosen for this cafe.
A café and pastry shop in Helsinki cannot afford table service without high increase in
product pricing, this conclusion in coming from a common sense – each employee
costs a lot for the employer, and to payback extra salary a business owner will have to
increase final price for the consumer.  This is why the idea is to have a cafeteria style
service, which is common for Helsinki’s cafés.
8Manufacturing process also comes from a business idea. As this is a pastry shop, all
pastry should be produced by the company, and not from suppliers (see appendix 1
chapter 5).
The business plan of “Café 7” is created from the business idea to have such place in
Helsinki. It’s not coming from the exact premise that should be re-organized, or re-
branded. This business plan’s goal is to find investors, that is why the premise where
the café will be created is abstract, however, for the sake of financial planning main
points of the premise have been described, e.g. size and amount of seats, rental ex-
penses.
Design of the interior can be a huge investment for a new business, that is why in
“Café 7” it’s decided to have vintage style with possible application of old, used deco-
rations from recycling centers and flea markets.
3.5 Marketing
Every business plan should contain at least a short version of marketing plan. A proper
marketing plan will be created when company starts its operations, but there should be
a starting point to begin with. Marketing steps in business plan will show investors how
you are going to proceed with your company promotion, how you are going to reach
your customer segment and create a customers base. It will show that you understand
who your potential customers are and that you are capable to reach them. According to
McDonald and Whilson (2011, 1), “The central idea of marketing is of matching be-
tween company’s capabilities and the wants of customers in order to achieve the objec-
tives of both parties.”
Business plan can contain a full marketing plan as an attachment, however a full ver-
sion is not a necessity as the main goal of business plan is to clarify the business idea
and identify main tools and sources for business creation.
Short marketing chapter in the business plan however has also a mission to identify
company’s positioning at the market. “While it is helpful to know about the trends in
9the wider market, this must not obscure the need to focus on the precise area that you
have to serve.” (Barrow, C., 1998, 107)
Your marketing chapter should explain how you are going to develop your recogniza-
bility. In the book of Robert A. Baron and Scott A. Shane “Entrepreneurship: a
process perspective” (2008, 281) I found life-story which describes this very well: a
young woman asked an older and more experienced woman, “How can I become
more popular with men?” The older woman’s answer was “Find out what they like,
and how they like it, and give it to them just that way”. Authors of the book ask to for-
give this sexist example, however stressing that this advice is good for entrepreneurs in
building their marketing strategy.
But marketing is not just an abstract planning on the paper - it costs money. This
money should be included in the financial planning as costs. According to Shmidt &
Wright (1996, 142) “cost is defined as the amount of expenditure which is incurred on,
or can be related to, a specific product, person or process.” In this case marketing
costs are related to the process of marketing creation.
How I did it. Marketing chapter in my business plan (see appendix 1 chapter 6) de-
scribes marketing program step by step. It describes the target group, marketing tools
and ways it is planned to use them. I divided the chapter into 7 subchapters as follows:
1. Launch marketing – describes first month before opening. This was my choice to
make an advertising campaign before the actual opening to raise awareness and
spread coupons around potential customers.
2. First-weeks-after-opening marketing – describes opening event and measures that
have to be taken to achieve sales from the very beginning.
3. Newspapers, magazines, brochures – describes sources of communication with
potential target group.
4. Internet – is one of the most important sources, not only because it’s cheaper than
others, but also because it’s an easy way to communicate to potential customers.
5. Street – describes how it is planned to use street channel marketing.
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6. Loyalty customer program and CRM (Customer Relationship Management) –
shows to investors that money I am going to spend for marketing will not only
work once, but will keep working, as it is planned to create CRM system.
7. Special events – this is a special feature of the enterprise. Describes how company
will differentiate from others.
Marketing budget is introduced in separate chapter (see appendix 1 chapter 8). Market-
ing budget in the business plan can be as detailed as you wish, in my version it contains
the amount of money that is planned to spend for the first two years on marketing (by
months).
In my opinion, marketing campaign should be creative, and marketing plans should
have goals and take care about further measurement after you apply them. Because
otherwise you will never know which marketing tool is successful for your enterprise.
3.6 Management and manpower
The business plan doesn’t necessary have to include management strategy, however it’s
good for responsible business to think beforehand about its employees and HR man-
agement. As Barringer & Ireland (2010, 310) describe “A new-venture team is the
group of founders, key employees, and advisers that move a new venture from an idea
to a fully functioning firm.” Later on same authors say: “The way a founder builds a
new-venture team sends an important signal to potential investors, partners, and em-
ployees.” (2010, 311). This is about how much the owner realize how limited he/she is,
what knowledge he/she has and what knowledge he/she needs to obtain from hiring a
professional. It is generally believed that a company founded by more than one person
has more potential and achieves more than company founded by a sole entrepreneur,
this is due to more creativity, resources, and professional skills. And also co-founders
can offer a psychological support to each other.
Staffing involves recruiting and hiring applicants. The goal of staffing is to bring best-
qualified employees into the food service operations. (Ninemeier, J.D., 2000, 46). You
just cannot afford to have people that don’t bring enough value to your enterprise. It is
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also about how much staff is required. If you hire less staff than you need, you can
damage your business with bad service, if you hire more than you need, you will in-
crease costs sufficiently, and this is crucial. Calculation of how much staff is needed in
your business is essential for your financial prognoses to confirm. First – consider how
much staff you need to be present at the same time in the café. Secondly calculate and
create their possible timetables, and fill the gaps with more staff. Take into account
holidays and sick leaves and maximum amount of working hours by law.
You can also calculate productivity of each employee you want to reach, e.g. certain
value of sales per man-hour figure. In this case you can define desired yearly sales, and
calculate daily sales, and sales per man-hour figure as a target, which can be used in
daily operations.
How I did it. Management and manpower chapter (see appendix 1 chapter 7) includes
description on how much stuff company needs; who performs which role and an ap-
proximate timetable of the workers. This is an important step in financial calculations.
By designing approximate shifts you can calculate man-hours, and thus calculate labor
costs. This is usually about 35% from your turnover in restaurant business in Helsinki
(according to Pekka Heikkilä’s lections).
3.7 Licenses and insurances
To start up a company one should walk through bureaucracy procedures to obtain
permits and licenses. Luckily, in Finland, compare to other countries (e.g. Russia) bu-
reaucracy works well (even though it’s slow and can take a lot of time).
A list of needed documents very much depends on the business and also on legal form
of the company. Colin Barrow in his book “The essence of small business” (1998, 43)
describes world three main types of legal forms that are predominantly used to run
small business organizations. They are:
- Sole tradership (sole proprietorship) (fin. - yksityinen elinkeinonharjoittaja)
- Partnership (fin. - avoin yhtiö; Ay) and limited partnership (fin. - kommandiittiyhtiö,
Ky),
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- Corporations/limited companies (fin. - osakeyhtiö, Oy) and Public Limited Com-
pany (fin. - julkinen osakeyhtiö, Oyj)
There is also forth legal form as cooperative (fin. - Osuuskunta), which is minor and
not very often used.
Most of the companies use Limited liability company form (Oy); because in difference
of sole proprietorship, or partnership, in Limited Liability Company financial liability is
limited to the amount of money shareholders have paid for shares, or personal assets
they have used as a guaranty for the bank loan.
Except for foundational documents, entrepreneur will have to buy licenses, such as an
alcohol license, a music license, etc. These expenses have to be included when calculat-
ing Income statement and Cash budget.
Terms of rental agreement are also very important for the calculation of capital needed,
this is because many rental agreements include special terms, e.g. you have to pay two
months of rent in advance, or more, or you have to pay some extra expenses except
for only rent, like residential rent (fin. – vastike). An entrepreneur should be very care-
ful with rental agreement and pay special attention to the terms of its change and ter-
mination.
How I did it. When creating a list of needed licenses I tried to search as many sources
as possible to find out which document I need. However it’s possible that the list is not
full (see appendix 1 chapter 9). I also planned about 1 500 euro to spend on licenses.
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4 Financial aspects of  business planning
There is no such word that would impress an investor to participate in your project, if
not only this word is proven by the figures. So it’s better to quantify wherever possible,
and this figures should be reliable and show positive results. Edward Blackwell in his
book “How to prepare the business plan” (2005, 13) says about important figures the
following: “No matter how small the business, you will be expected to show:
- the expected turnover for the first year;
- the expected net profit/loss for the first year;
- how much of the loan will be paid off in one year;
- when you expect to pay off the loan entirely;
- what you hope for in the second year.”
This is very much close to the figures shown in “Café 7” business plan.
But budgeting and forecasting is needed not only for the sake of raising money, ac-
cording to Atrill & McLaney (2004, 247), forecasts and budgets have four areas of use-
fulness:
- they help to think forward and identification short-term problems;
- they help to coordinate between different sectors of the business;
- they can motivate managers to better performance;
- they serve as a basis for control system.
This chapter will describe main financial calculations for a café or restaurant business
plan. However these calculations are used not only in planning, but also in everyday
reality of the company, e.g. monthly profit/loss and cash flow statements, daily sales
etc.
4.1 Sales forecast
As Barringer & Ireland say “A sales forecast is a projection of a firm’s sales for a speci-
fied period (such as year), though most firms forecast their sales for two to five years
into the future” (2010, 287). Reliability of all the following financial figures depends on
how well the sales budget will be forecasted.
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A recent study of budgeting practice in small and medium-sized enterprises revealed
that most frequently prepared budget is the sales budget, followed by the budgeted
profit and loss account and the overheads budget. (Atrill & McLaney, 2004, 249). For
an existing business the sales forecast for the new year is build based on the existing
sales data. But for a new business it’s usually based on entrepreneur’s assumption and
his/her knowledge of market and business.
How I did it. Even though I studied many books and articles on “how to make a
business plan” and “accounting and finance”, none of them actually told in details
about how to forecast sales. However we got a good basis during studies in Haaga-
Helia UAS, and for my business plan calculations I mainly used tools provided by Juu-
so Kokko and Pekka Heikkilä at classes.
Sales in every business usually are subject to seasonality. For a restaurant business in
Helsinki downtown seasonality is significant, and has to be taken into account. Thus
the year was divided into 4 sections, January – April, May – August, September – Oc-
tober and November – December.  For every section the calculation will be different,
this is due to different amount of customers (different seat turnover) and different
amount of seats (extra seats at the terrace during summer time). Then I decided on a
sales mix. Sales mix is relative amount of purchase of company’s product/service. In
this case, as average check amount during breakfast, lunch and evening time differs, it
was more useful to divide it the following way:  breakfast - 5%, lunch – 25%, dinner –
35% and take-away – 35% (see table 1). Sales mix can also differ depending on a sea-
son, e.g. I planned that in November-December take-away sales increase due to
Christmas presents and celebration parties. You will find more details in appendix 1
chapter 8.1.
After we have defined the amount of seats, average seat turnover, we can calculate
amount of customers daily. Using sales mix (see appendix 1 chapter 8.1) as a tool I
defined amount of customers during the day. For further calculations I defined average
check amount in euro, and by multiplying I got daily sales (see table 1).
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Table 1. Weekly sales calculation
Mon Tue Wed Thu Fri Sat Sun Total per week
Seats 35 35 35 35 35 35 35 x
Seat turnover 3,0 3,5 3,5 3,5 3,5 3,5 3,0 x
Number of customers 105 123 123 123 123 123 105 823
morning (5%) 5 6 6 6 6 6 5 41
lunch (25%) 26 31 31 31 31 31 26 206
evening (35%) 37 43 43 43 43 43 37 288
take away (35%) 37 43 43 43 43 43 37 288
Average check euro
morning 7,00 7,00 7,00 7,00 7,00 7,00 7,00
lunch 10,50 10,50 10,50 10,50 10,50 10,50 10,50
evening 8,00 8,00 8,00 8,00 8,00 8,00 8,00
take away 10,00 10,00 10,00 10,00 10,00 10,00 10,00
Sales
morning 37 43 43 43 43 43 37 288
lunch 276 322 322 322 322 322 276 2 159
evening 294 343 343 343 343 343 294 2 303
take away 368 429 429 429 429 429 368 2 879
Total sales per week 7 629
Sales per month 30 515
With weekly sales I calculate monthly sales and get a forecast of yearly sales, which you
can find in appendix 1 chapter 8.1 figure 2.
The trickiest thing in sales forecast creation is to define seat turnover and average
check amount. The amount of seats is usually limited by the premises layout, but seat
turnover depends on many factors, like location, marketing activity, pricing, etc. “Seat
turnover is the number of times that a given seat in a sit-down dining area is occupied
during a meal period. This ratio is determined by dividing the number of guests served
during a meal period by the number of seats available.” (Ninemeier. 2000, 341). How-
ever I used in my calculations average seat turnover for café house situated in the very
heart of Helsinki, like Alexanderinkatu, Esplanadi, Kamppi area, because it’s even
harder to assume an amount of customers for a new opening café (average seat turno-
ver figure is based on Juuso Kokko business planning lectures). The average check as-
sumptions are based on common sense. E.g. cappuccino or latte price is 3.5 euro in
average, cake or bun costs usually 3-6 euro. Take-away service has the highest average
check, as people tend to buy more than one peace to take home or to their workplace.
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4.2 Profit and losses forecast
After the sales forecast has been done, it’s becoming possible to create profit and loss
forecast, which is shown in the income statement. “The income statement reflects the
results of the operation of the firm over a specified period of time. It records all the
revenues and expenses for the given period and shows whether the firm is making
profit or is experiencing a loss (which is why the income statement is often referred to
as the “profit-and-loss statement”).” (Barringer & Ireland, 2010, 279). You can see an
example of income statement in the appendix 1 attachment 3.
How I did it. One of the most important things in the income statement are ratios,
that could be compared to the targeted values, or normal values for this kind of busi-
ness, and give an overlook at the business condition. The ratios are calculated from
turnover, where turnover equals to sales minus VAT. Main ratios to pay attention to
are: cost of sales, gross profit/loss, labor costs, and net profit/loss.
In food production cost of sales (cost of food production, meaning raw materials) is an
assumption, e.g. for non-alcoholic beverages it’s low, about 10-20%, depending on a
drink, if cup of cappuccino costs 3.5 euro, this means that 70 cents cost coffee beans,
water and milk we use to produce it (3.5 x 0.2 = 0.7), and the gross profit we get from
production of one cup of coffee is 80%. In food production costs are higher, as we use
more expensive materials, it very much depends on the level of the restaurant and the
menu. In the case of a café I assumed cost of sales to be 35%, this means that if a piece
of cake costs 4 euro, cost of sales will be 1.4 euro (4 x 0.35 = 1.4), and gross profit will
be 65% (2.6 euro).
Next line in the income statement is labor costs. It’s been already mentioned in chapter
3.6 that it’s very important to pay much attention to staffing and calculations on how
much staff you need. Payroll is one of the biggest burden for a business in Finland, it
accounts up to 25-40% of turnover, depending on a concept, that is why it’s very im-
portant to be more accurate, because every 1% is deducted from your net profit. chap-
ter 8.2 in appendix 1 shows more detailed labor cost calculations.
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After the labor cost we have to forecast other expenses, like rent, energy bills, book keep-
ing, maintenance, and licensing, marketing and insurance costs. “An expense
represents the outflow of assets (or increase in liabilities) that is incurred as a result of
generating revenues, or attempting to generate them.” (Atrill & McLaney. 2004, 53). In
“Café 7” income statement these figures were taken coming from the common sense.
It’s very rare that a start-up doesn’t experience extra costs during first years of opera-
tions, so in the case of forecasting expenses it’s always better to overestimate, than un-
derestimate. (Barringer & Ireland. 2010, 117).
Deducting all the expenses from Profit after labor costs we receive Gross operating profit,
which is, in “Café 7” case at a good level of 12.5 %.
At this point we have to deduct depreciation. “In essence, depreciation is an attempt to
measure that portion of cost of a fixed asset that has been used up in generating the
revenues recognized during a particular period. The depreciation charge is considered
to be an expense of the period to which it relates.” (Atrill & McLaney. 2004, 65). To
calculate depreciation we have to consider costs of assets, useful life of assets, disposal
value (if we sell used asset it might still have a value to others, this is a disposal value)
and depreciation method.
There exist two methods of depreciation – straight-line method and reducing-balance
method. To explain these two methods I would like to provide an example. E.g. we
have a professional oven which costs 8 000 euro. We estimate that its useful life is 4
years, and the residual value will be 2 000 euro. Using a straight-line method the deprecia-
tion will be calculated the following way (8000 – 2000)/4 = 1500 euro. This is an an-
nual depreciation amount, thus monthly depreciation is 1500/12=125 euro.  In reducing-
balance method, a fixed percentage rate of depreciation will be used. This means that at
the beginning the depreciation will be higher than at the end of the useful life period of
the asset. We will use the same example with the oven, however the depreciation ratio
will be 25% (maximum by law), thus, during first year depreciation will be 8000*0.25=
2000, during second year (8000-2000)*0.25=1500, during third year (8000-2000-
1500)*0.25= 1125, and during the fourth year (8000-2000-1500-1125)*0.25=843.75 so
that the residual value equals 8000-2000-1500-1125-843.75= 2531.25
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The choice of depreciation method completely depends on the owner decision. Depre-
ciation method influences the pattern of net profit. However, in total net profit for the
period will be equal. For a start-up it is wise to use a reducing-balance method, as it
helps to avoid taxes for the first years, because it reduces net profit at the beginning, so
it helps to create additional funds for the business, delaying tax payments to the future.
In my calculations I used straight-line method of depreciation, because all figures are
assumed. Sum of depreciation is an assumption, as the amount of depreciated assets
and their useful life seems impossible to identify at this stage.
When depreciation is deducted, we receive operating profit, from which we should deduct
loan interest to get profit before tax. Loan interest is calculated depending on the invest-
ments, and its’ calculation will be discussed in the chapter 4.4 below.
Taxes should be deducted from profit before tax. Profit tax rate in Finland is 24,5%.
Net profit is the amount of money that could be considered to invest in further opera-
tions or to pay dividends.
4.3 Cash flows forecast
Cash flow forecast is ultimately demanded by investors when seeking for funds for
your business. So a starting entrepreneur should know how to create it and should be
able to operate and clarify its figures. This is because investors believe that cash flow
statement will give them a slightest idea when and whether they are going to receive
their money back. (Blackwell, E. 2004)
Usually cash flow is shown in a chart with monthly columns (see appendix 1 chapter
8.3 figure 7). More detailed information is presented in a table (see appendix 1 attach-
ment 4). It starts with all the sums you expect to receive (sales), and follows by all the
payments you expect to make (costs of sales, payroll, rent, and all other expenses). The
difference between all the gains and all the expenses, this will be net cash flow.
Cash flow forecast is not a forecast of profitability. It just shows how much cash will
come and go from your bank account. As Blackwell notice in his book (2004, 19)
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“your cash flow could be good enough to pay bank back its money while you were
losing yours. On the other hand, there are profitable businesses (i.e. their net assets are
growing nicely) that are what is called ‘cash hungry’. They may be making fine profits,
but all the cash they take in, and more, is needed to increase stock…” So despite of
profitability, if there is not enough cash to pay back bank’s money, this can cause busi-
ness problems, even closure, or sale part of its assets.
Unfortunately the cleanliness of the cash flow forecast (as well as every financial figure
in the business plan) depends on the reliability of the forecasted sales figures. The
more clear and reliable they are the clearer will be the whole financial picture. If figures
are conservative, investors are very likely to be persuaded with your ideas, compared to
figures that are out of reality. But the time you spend to create cash budget, will pay-
back, not only when you get funds to start-up the business, but also when you’ll run
your business and you’ll have a good tool to compare how it is going with how you
planned it and take actions to improve situation.
How I did it. When you already have the sales forecast and income statement created,
it’s easy to make a cash budget, simply by copying proper figures from income state-
ment.
4.4 Investment calculation
Before actually looking for investors, there should be defined how much money
needed to start a business. The following is needed:
- Cost of renovation, including new machinery. Even if your business needs a simple
office, there will be costs involved in renovation. And they are definitely quite high
for a café or restaurant business.
- Working capital. This is a capital to operate for 2 months. It includes money for raw
materials, rent, salary, and some other to start with.
When the total figure is calculated this is the amount of money needed. Chapter 8.4 of
the business plan (see appendix 1) presents more detailed calculations.
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As Barrow says in his book “The essence of small business” (1998), there are two
common sources of raising money for a start-up business: debt or equity. Debt is bor-
rowed money, usually from banks. These are money you will have to pay back one day,
and money for which you will have to pay interest. Equity is the money either put by
shareholders, including the proprietor, or money left in the business by way of retained
profit. You do not have to give shareholders their money back, but they will expect
increase in the value of their shares and dividends.
Definitely, the more borrowed money involved in the business, the higher the risk for
the owner, and the lower the profits are, because borrowed money cost.
How I did it. In my calculations, the required capital is about 73 000 euro. 18 000 eu-
ro is my own capital, and 53 000 has to be borrowed from the bank. Payment calendar
of the loan can be found in the attachment to business plan 6 (see appendix 1) and
details of calculation in chapter 8.4 (see appendix 1).
4.5 Financial objectives
According to Barringer & Ireland (2010) there are four main financial objectives, which
understanding sets the firm on the right financial source:
- Profitability – ability to make profits.
- Liquidity – ability to meet company’s short-term obligations.
- Efficiency – how productively the firm utilizes its assets and labor force.
- Stability – the overall health of the financial structure of the firm, particularly re-
lated to its debt-to-equity ratio.
-
How I did it. As Income statement shows the business is profitable (appendix 1 at-
tachment 3). There shouldn’t be any problem with liquidity either, as the closing bank
balance is always positive (appendix 1 attachment 4).
Efficiency can be measured with many different ratios, e.g. employees’ productivity, pro-
duction rate, etc. The basic formula I used is the following: efficiency ratio = ex-
penses/revenue. And the amount I got is 95.04%, which means that to generate 1 euro
21
of revenue business needs to spend 0.95 cents. This is not a bad result for a restaurant
business. However there exist other ways to measure efficiency, e.g sales par man-hour
ratio; sales per seat ratio; food vs. beverage sales ratio; seat turnover and many others.
The worst result is stability (solvency), which is basically calculated with debt-to-equity
ratio. And because own capital in the company is quite low, the ratio is high (5.3)
which means that borrowed capital is 5 times higher than own capital. Definitely this
situation makes company very unstable, especially in case of any financial disturbance,
like crisis, or simply rent increase. There should be considered other forms of financ-
ing, like e.g. finding shareholders. And this is a purpose to write a business plan, not
only to get debt money, but also to increase possible equity.
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5 From business plan to reality
After you have decided what the most efficient way of raising capital is for you – debt
or equity, you have to find people, or company (which also means people) who will be
ready to lend you money or invest in your business and become a shareholder. Both of
them have to accept and tolerate risks which accrue when investing in a start-up. With-
out capital your plan will never see the world, and you have to think about process of
obtaining of investors as properly as you think about your business idea.
5.1 Why is it difficult to raise money for the business?
It’s difficult for both, existing and starting-up companies to raise money, but definitely
newcomers are less trustworthy than the existing ones in the market.
In my opinion, one of the best descriptions of why is it difficult to get money from
investors can be found in the book of Baron & Shane “Entrepreneurship: a process
perspective” (2008). Authors describe that usually entrepreneurs don’t realize that in-
vestors usually do not obtain the same information as they do. It is not always obvious
for investors all the opportunities and possibilities for business growth, as it is possibly
obvious for an entrepreneur. This uncertainty and asymmetry in information creates
problems in communication between entrepreneur and investors. When it happens, it
creates three following problems:
1) Entrepreneur is becoming reluctant to disclose information to investors. He/she
feels risk to open the whole idea to investors, what if they decide to act themselves,
without the entrepreneur! Investors have the money to bring business idea into reality.
This is why many entrepreneurs are so careful with disclosing details. So investors have
to make decisions with less information than an entrepreneur has.
2) Because entrepreneur has more information, he/she can take advantage over inves-
tors, e.g. use the funds for own benefit, but not for the business development.
3) This limited information creates a problem called adverse selection. When you don’t
possess the whole picture, you cannot distinguish a person with needed skills from a
person without needed skills; because usually the person without skills, in order to get
investments, will do everything they can to convince investors that they do have those
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skills. To cover risks of investing in the company of non-talented people, investors
usually apply premium. This premium very often scares off talented entrepreneurs,
thus creating adverse selection.
So investment in a new venture is very uncertain as well as the future of this venture.
No one really knows how it will be. Investors make their decisions based on their own
perceptions about profitability and attractiveness of the business and trustworthy of
the entrepreneur. And this is, in my opinion, most probably less optimistic decision
than entrepreneur expects, because usually entrepreneurs tend to be overoptimistic
about their ventures.
5.2 What to expect from investors?
However, in spite of mentioned above obstacles, there are certain tools investors are
looking for and an entrepreneur have to take it into account when searching for an
investor. These things help investors to equalize problem with inequality in informa-
tion.
To prove you have serious intentions investors will require you to put your own money
into project. It doesn’t really matter what percentage of the capital your own money
can cover. What matters is that amount of money, in investors opinion, is significant
for you and you will care not to lose them. This will demonstrate your personal confi-
dence in the business idea.
Besides own capital investors include a lot of provisions in the contract, to protect
themselves (or to make advantage of an entrepreneur, in case when investors play un-
fair), these provisions can differ greatly, e.g. restrictions on entrepreneurs actions and
decisions; claws at which entrepreneur can lose part of his/her ownership in case of
not complying rules or not meeting certain milestones; high decision power of inves-
tors, etc. All this is designed to decrease the likelihood that entrepreneur will act against
investors to his/her own benefit.
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Investors usually have specialization, this helps them to control risks and better under-
stand the market where they act. If your venture is restaurant business, like in the case
of “Café 7” look for an investor specializing in restaurant business, because most
probably IT-investors won’t be interested in your project.
If the business is small, there is no sense to look for an international investor, or even a
country-size investor. Local investors are usually more aware of the situation in the
market and they prefer to invest in the companies located nearby. Investors want to be
involved in the business, and control the situation by receiving regular reports. It’s eas-
ier to control one market situation, than many markets simultaneously. (Baron &
Shane, 2008.)
Taking into account all above mentioned it is becoming easier for an entrepreneur to
prepare for meeting with investors and make his/her best to reach an agreement about
funding or receive guarantees. But it’s not only the agreement to fund your enterprise
matters. During negotiations it’s very important to pay special attention to cost of
funding. Will it cost you money, or decision power? Does this investment really worth
it, or should you look for another opportunity, like leasing? All these have to be tho-
roughly thought.
5.3 How to present your business idea?
Not every business plan is presented to investors. However, if you put a lot of effort
and you realize that your own funds are not enough, you will have to prepare a presen-
tation and a pitch.
The goal of the presentation is to convince investors that you worth the risk of in-
vestment. In fact, you have only one chance at the meeting with investors. And your
pitch and presentation should show your idea, your potential and your ability to run
business successfully.
A pitch is a small and powerful speech that presents business idea. It has to incorpo-
rate main aspects of your business plan and present it in the most beneficial way. It
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serves to convince others that your business idea is a good one. It’s better to support
pitch with PowerPoint presentation. This will help to support pitch’s flow and creates
basis for questions and conversation between an entrepreneur and investors.
As in every case of presenting something, presenter should be well prepared. If an en-
trepreneur seems unaware of something and poorly informed, this can ruin the presen-
tation. So all details of the business plan should be well studied before going to inves-
tors (Inc., 2012).
Many of the decisions of investors are based on the confidence they have in you. It’s
not only figures that convince investors. Passion, this is what you need. If you have a
passion to the idea you’ve created and to the business you are going to run, you have
much higher chances to convince people. Chen, Yao & Kotha in their research “En-
trepreneurs passion and preparedness in business plan presentation: a persuasion anal-
ysis of venture capitalists’  funding decisions” published in Academy of Management
Journal present the following results: “The results support our conceptualization that
in the context of business plan presentations, the passion construct has two distinct
but related components — passion and preparedness. Passion is manifested through
facial expressions, body movement, tone of voice, and other nonverbal cues, whereas
preparedness is manifested in the verbal content and substance of a presentation.”
(Academy of Management Journal, 2009. Vol 52. p. 209).
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6 Discussion
The goal of this thesis was creation of working business plan of café with appropriate
financial calculations, which could be used as a base for a constructive dialog with in-
vestors when looking for funds for project realization. This goal was reached with use
of professional literature, knowledge obtained during studies at Haaga-Helia UAS and
suggestions from teachers.
IN my opinion the result can be overviewed more widely, e.g. during this project the
business idea was clarified, main pros and cons, as well as obstacles of such business
were realized. Before creation of this business plan I had only an idea about how my
business could look like, but evaluation of this project helped me to realize what skills I
still need to develop and what knowledge to deepen.  My personal objective in this
project was to finally put my ideas on the paper and expand my knowledge in financial
management of restaurant business. As the result of this thesis work all my objectives
were reached. Good knowledge of entrepreneurial process and Finnish laws were ob-
tained.
During the thesis project the biggest challenge for me was the frustration I felt when I
realized that the subject is bottomless, and requires a series of books and a couple of
years to describe everything I’d like to describe. I had to prioritize some topics and
detract others, and this was not an easy choice. Other challenge, that the project is still
theoretical and it’s impossible to predict when it will be put into practice. That created
extra challenge with assuming and forecasting, as well as use of some figures, like rent
pricing, or price of funding. However all project calculations are made in Excel table in
such a manner, that only with slight changes all the figures can be updated, so the
business plan can get easily updated any time its needed. Besides, the layouts of the
tables can be used in everyday business process and seems to be easy to employ even
to unfamiliar user.
Even though it’s still not decided when and how this business plan will be turned into
reality I consider this project to be a successful one, I believe that experience and skills
I have developed will benefit my professional life.
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Appendix 1 – Business plan “Café 7”
Business plan “Café 7” – café and pastry shop
Sushko Ekaterina
October 2012
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1 Introduction
This business plan presents a business idea of a café in Helsinki downtown. The busi-
ness idea is a property of its creator (Sushko Ekaterina) and cannot be used without
preliminary agreement.
The idea of Café 7 came during travelling all over the world from the comparison of
foreign cafés to those we have in Helsinki. Most of Helsinki’s cafés have the same
choice of pastry and coffee and are quite modest, not to say boring, with the interior.
Café 7 is a place where you can get a wide variety of pastry as well as order fancy
Birthday or wedding cakes. All the pastry is made in a café, freshly baked, delicious and
presents a great selection to the consumer. But Café 7 is not only a café, it’s also a pa-
stry shop where everyone can have take-away pastry or order delivery service. The café
also has a good event management program to make it more differentiated from com-
petitors.
This business plan is created to show potential investors perspectives of the business.
It includes environmental outlook, competitive analysis, business goals and objectives,
products, services, marketing plan and financial plans.
The main goal of this business plan is to give a complete overview of the business idea
to the potential investors and create a constructive dialog supported by figures and
diagrams.
So far, the owner of the idea plans to invest 18 300 euro in this project and is looking
for venture capital, or bank guaranties to start.
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2 Industry outlook and environmental analysis
2.1 Industry and market analysis
According to Euromonitor international (September 2011), full-service restaurants in
Finland had an increase in 1% in year 2010, compare to 6% decrease in year 2009, this
was a clear improvement. This growth continued in year 2011. In the press release is-
sued by Royal Ravintolat (one of the biggest players at Finnish restaurant and hotel
market) and Intera Partners (investing company) in November 2011, Mr. Kasperi Saari
(CEO of Royal Ravintolat Oy) prognoses that despite of economic uncertainty 1.2 bil-
lion euro hotel and restaurant market in Helsinki is going to grow, due to tourism po-
tential growth in Helsinki area. And Statistics Finland in published in June 2012 data,
confirms tourism growth increase by 17% in year 2011. Tourists (leisure and business)
brought 2.2 billion euro to Finland, which is 180 million more than the previous year.
You can see yearly amount of visitors in the figure 1 below.
Figure 1. Amount of foreign passengers visiting Finland in 2007-2011 (Statistics Fin-
land 2011)
These figures can also be seen at the streets. When you walk around Helsinki you can
see new places popping-up here and there. Some old places are changing their business
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ideas others are going bankrupt. But new are coming instead. Touristic growth ob-
viously gives Finnish restaurant market hope to grow too.
At the same time, Finns became more open to new concepts and restaurant experi-
ments. Original business ideas, that are popular around the world, are getting wel-
comed in Helsinki too, e.g. restaurant Vapiano, Starbucks, Rock Café and others. Wi-
thal, Finnish food culture develops and seems to be born anew. Nordic cuisine manifesto,
created by most well-known Nordic chefs, starts with the words “As Nordic chefs we find
that the time has now come for us to create a New Nordic Kitchen, which in virtue of its good taste
and special character compares favorable with the standard of the greatest kitchens of the world.”
(New Nordic Food). And restaurant kitchens keep developing - already 5 Helsinki res-
taurants have Michelin stars (Via Michelin. Maps and roads.) However café market
remains pretty much the same – quiet and steady. No new concepts (except for yog-
hurt ice cream café “Yo”), same service, and even the same food choice in every cof-
feehouse at Helsinki downtown.
Together with new concepts comes green trend that is now covering the whole world.
Restaurants are getting greener - some vegetarian restaurants have appeared. According
to the webpage happycow.com, which is very popular portal among vegetarians, there are
16 vegetarian restaurants in Helsinki. And for sure, one can find a vegetarian option in
every restaurant of the city. However, still not many cafés can offer vegan food.
Finns have a coffee-culture; they don’t really drink much tea, and even in popular
children cartoon “The Moomins” characters drink coffee now and then. International
Coffee Organization country report 2010 shows that Finland has highest level of cof-
fee consumption in the world – 12.12 kg/year per capita. This is a huge amount. Be-
cause the second place in the list belongs to Denmark (9.46 kilo) and neighboring
Norway (9.21 kilo).
All above-mentioned shows that with appropriate knowledge of Finnish market one
can still find his niche if only invents a good café concept that would appeal to a new
profile of modern customer, however keeping in mind habitual cautious and conservat-
ism typical for Finnish people.
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2.2 Location
For the “Café 7” business idea location is important. It is essential that it’s located at
the center of the city, e.g. Kamppi area, Esplanadi, Bulevardi, etc. This area is full of
tourists and shopping people. It’s also suggested that a café should locate next to, or
inside of a shopping center, like Kamppi, Forum, or Stockmann, because this will in-
crease potential customer amount. It is also nice to have a possibility for a summer-
terrace, however it’s quite hard to find a venue in the downtown that would have allow
having a terrace and had a reasonable price. Location in such a highly competitive envi-
ronment forces café to be unique and sensitive to customers’ needs.
2.3 Buying patterns
In the morning people would visit a café to pick up take-away coffee and pie. During
daytime have lunch, meeting with friends. But in the evening, even more people meet-
ing each other, taking more drinks, sweets, picking up pre-ordered cakes and pastries,
or buying take-away sweets. Naturally the customer amounts would be the highest on
Fridays and Saturdays and lowest on Mondays. Women usually choose more healthy
food, when men would choose something heavier, like a meat pie, or mushroom
quiche.
2.4 Competitors
Helsinki central area is full of cafés; however, most of them have the same offer for
their customers, a modest range of coffee and the same choice of pastry in each and
every coffee place. Every coffee shop can be considered as a competitor to our busi-
ness idea, as well as any restaurant in a wide perspective also a competitor to a café.
However among more direct competitors we would mention Fazer café, café Ekberg,
Kakkugalleria and Café Esplanad, these three are located at the very center of the city,
but besides perfect location offer a wide variety of pastry and desserts, which cannot
be compared to any other coffee place in the area. As our differentiation from compet-
itors is based on pastry choice we have to be sure that it really makes a strong differ-
ence from mentioned above enterprises. Café 7 has to become different enough for
people coming specially to visit it. Café Ekberg is hard to compete as it has historical
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value, but at the same time, it’s way to historical and lacking lightness in the atmos-
phere. Two other competitors are lacking identity from others, except from the pastry
choice. Fazer has strong brand recognition and is highly popular among tourists, this is
something that is hard to beat, and Esplanad has just perfect location and is very big.
But both this places are crowded with people, and usually not neat enough, especially
Esplanad. Except for pastry choice we want to differentiate on atmosphere and cozi-
ness and neatness of the place, as this is close to our lifestyle.
Surely any competitor can offer take-away service, but we want to make take-away so
strong that Café 7 would be considered by our customers from two sides – as a café,
and as a pastry shop. Vegan pastry option is also a part of our differentiation; however
we don’t strongly rely on as we realize there are not many vegans to make our café
profitable.
One of our specialties is event management. We plan to organize different events to
make our café more than a café, but a place to meet and spend time (see more details
in chapter 6).
2.5 SWOT analysis
Strengths
 Unique business idea
 Exclusive pastry
 High variety of pastry
 Possibility to pre-order uniquely designed
cakes
 Vegan and vegetarian pastry
 Exclusive entertaining programs
 Good loyalty program
Weaknesses
 No experience in this business
 Owner is not native Finnish speaker
 New and unknown brand
 Limited funds available
 Limited marketing budget to develop
brand awareness
 Coffee and pastry are already available at
the market from competitors
 The struggle to continually appear to be
cutting edge.
Opportunities
 Growing market
 Acquire own market niche
 Expand café network to other cities
 Create own retail pastry line
 Get a space for a café in a new building
shopping malls, like Lauttasaari metro sta-
tion shopping mall
Threats
 Economic crisis
 Starbucks strong development in Helsinki
area
 Unpredictable rent increase for the next
rental agreement
 Competitors lower their prices
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2.6 Future potential
In the future, café could widen its pastry choice, and could expand to retail market,
opening a line of pastry production. This however requires a strong brand, and mini-
mum brand recognition. If the concept will be considered successful, the idea can be
populated to other Finnish cities, e.g. Turku and Tampere, as well as around Helsinki
region, in big shopping malls like Jumbo and Sello.
3 Business goals and objectives
3.1 Our business idea
Our idea is a place where one can find amazing pastry, which Helsinki café market is
lacking. It is a pastry shop and a café where you can not only buy a supplement to your
coffee, but order a fancy Birthday or Wedding cake, as well as buy pastry for dinner or
party at your home. We hope to be famous with our homemade pies, cheesecakes and
quiches. Pastry variety will have a vegan option, as Helsinki cafes are ignoring this
segment totally. As competitor analysis shows there are not many places that offer
good and quality variety of pastry and fancy party cakes.
The name of the café is “Café 7”, which means that you can get pastry and coffee 7
days per week. We want to offer simple but yet good service, warm atmosphere and
also some entertainments, like good music and piano concerts, poetry reading, small
performances, photography and art exhibitions on the walls of the cafe and different
activities for customers (chapter 6 - Marketing describes it more in detail).
Café will operate from Monday to Sunday 9:00-21:00, with late opening on Mondays
and Sundays and early closure on Saturdays and Sundays (see chapter 4.1 for more de-
tails).
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3.2 Our mission statement
The mission is to bring good and variable pastry to Finnish market via a café place
where you can not only buy it, but also spend some time with friends enjoying good
pastry. We wish to become a brand that strongly associates with good pastry, high
quality standards, good design of the pastry and stylish package – a product which you
can take with you as a present when going to visit your relatives. We can also act as a
venue for small art events, like art and photography exhibitions, piano concerts and
language exchange café. We are passionate about creativity and constant development
and nourishment of the existing business idea.
We want to be responsible business, so the coffee we are going to serve will be fair trade
labeled. As well as whenever it’s possible we will use ecological washing detergents and
standards, and electricity saving bulbs and systems.
3.3 Our strategies and goals
The aim is to quickly enter Helsinki café market and take the niche. The other goal is
to succeed at pastry takeaway market. This can be achieved with a good quality of
product, consistent and warm service manner and constant creativity in marketing and
creation of pull-in factors for customers, like smart discount system and loyalty cus-
tomer program. After successful operations during two first years we are looking into
opening another “Café 7” in Tampere. After one more year, if operations in Tampere
will be successful, Helsinki café can expand in Helsinki area, for two more cafes in
Jumbo and Sello, thus covering the Helsinki area (see picture 1). And after this, we can
consider to enter retail market, buy offering our pastry products to retail chains.
Picture 1. Helsinki metropolitan area.
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4 Products and services
4.1 Operating hours and strategy
The café will be open from Monday to Sunday the following:
Monday 11:00 – 21:00
Tuesday – Saturday 9:00 – 21:00
Sunday 12:00 – 21:00
In the morning offering breakfast sets, like coffee + pie, during day time offering light
lunches with salads and hot pies, and in the evening again coffee and pastry. Take away
purchases will be encouraged to maximize seat turnover and thus profitability. We
won’t have any hot food, like soup served, as this is out of our business idea, however,
salads are decided to be included in the menu, to have a possibility to serve light
lunches.
In the morning the target is mainly tourists and walking around people who are looking
for breakfast. Starting from 11:00 target group focuses to business people, who are
looking for light lunch, these are mainly women. After 15:00 main customer segment
are people meeting after work with friends, to have nice time, and also people coming
back home from work to buy takeaway pastry.
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4.2 Our products
Our passion for pastry is endless, and we have a huge list of sweet and non-sweet ba-
kery products that would intrigue all kind of a customer. Vegetarianism is a part of our
life, so egg-less pastry, as well as vegan (no egg, no milk products, and no animal prod-
ucts) will be an option. Despite of all doubts, vegan and vegetarian pastry can be ama-
zingly light and tasty. Which is also a way to decrease cholesterol and saturated fatty
acids level. Here are some examples of pastry we can offer for our guests:
Sweet pastry:
 Cheesecakes (lemon, chocolate, blueberry, tea)
 Cookies (oat, butter, chocolate, low-sugar, etc.)
 Cup-cakes
 Sweet pies
 Vegan options
Not-sweet pastry:
 Quiches
 Pies
 Muffins
 Vegan options
The coffee we are going to serve will be fair trade labeled, as we want to be responsible
business, and consider that coffee price difference between fair trade and non-fair trade is
not that high, and will not harm our financial success.
Salads will be simple, however having a hint of originality:
 Rucola salad with corn and goat cheese
 Beetroot salad with pesto and goat cheese
 “Slimming Italian” (tomato, basil and garlic salad), and others.
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Seasonality is not only the method to control costs but using season products, but also
is a way to increase customers’ interest buy offering something new, fresh and out-of-
the-box. The menu will be definitely reacting to local and national holidays, like
Christmas, Juhannus or Vappu, as well as changes in the season – summer, autumn,
winter and spring. Some products will be offered only as a specialty during holidays,
e.g. special Christmas cake made with the recipe created over a century ago.
We believe that our passion for pastry will help us to create an interesting menu and
keep it developing all the time. No alcohol will be sold in the café, as it doesn’t corre-
late to business idea. We will offer children menu, which will include less sugar and fat
pastry, some vegetables and fruits cuts. Children food will be served on special children
plates that would make it more appealing to children. Please see the menu example in
the attachment to business plan 1.
4.3 Pricing
Our prices will be affordable, compared to the average prices in the Helsinki city center
area. We want to attract lunch customers, as this is a good segment to fill in the cafe
during day times. To ensure competitiveness of our lunches we will take more care
about price level, as lunch customers are highly price sensible, and they require good
quality for the reasonable price. However we realize that we will not offer hot soup
option, or any main course for lunch, except for good salads and hot pies. At the same
time we are flexible, and we’ll have to adapt to lunch customer choices, meaning that
to increase customer inflow we have a possibility to develop soup menu for lunches.
But the start-up project doesn’t include this as a must-have.
Price for the pastry will be kept at average price level, starting from 1 euro per cookie
and 3 euro for a piece of cake. Take-away pastry should include a discount depending
on the amount customer buys at one time. Loyalty customer option will be designed to
increase customers’ interest to come again and again to our place and buy from us, not
from competitors. More detailed it will be described in chapter 6 – Marketing. Price for
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the fancy uniquely designed Birthday and Wedding cakes will be more or less mod-
erate, starting from 30 euro and depending only on the fantasy of the customer.
Gross profit for non-alcoholic beverages is 80%. For food our gross profit is around
65%. So for example a café latte cost us 0,6€ and we sell it for 3€. A lunch salad would
cost us 3,20€ to make and we would sell it for 9,20€. A piece of cake costs 1,2€ and we
sell it for 3,5€.
4.4 Product and service development in the future
As it was already mentioned, our passion for menu development is endless, as we have
a great passion for pastry. We plan to obtain our own delivery car, so that we could
deliver our special-occasion-cakes to customers with proper care.
Once we have established our customer base, approximately after 1 year, it will be
possible to increase prices.
We plan to develop our on-line order system as soon as we feel financially stable (more
details about webpage see in chapter 6 - Marketing).
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5 Service operations, manufacturing, planning of  premises
5.1 Service
Our concept implies self-service (tray line). This will minimize costs and will make us
competitive. However, when needed, we will deliver food and drinks to customer table
(e.g. if preparation takes time). But usually customers will receive food and drinks at
the moment he-she orders. If customer eats in a cafe the food will be served on a tray.
If it is a takeaway service, the food will be packed into original package - boxes and
bags. Fancy present packages will be available separately.
To deliver holiday cakes and packages we will use our own car, until we are able to
finance a new car with logo and more convenient for the delivery. Before we can hire
extra person for delivery service, one of the personnel or one of the owners will per-
form the delivery.
Speedy and friendly service is what we aim for. For this purposes we will have 2 wai-
tresses working simultaneously almost all the time.
5.2 Manufacturing
We will make all our products by ourselves, for this purpose we plan to hire two pastry
chefs. We want to serve best quality products, but at the same time staying focused at
profitability. We have a plan to find one person who could be able to perform as a
head chef, to whom we could probably give part of the shares, to increase his/her mo-
tivation and involvement. In addition to two chefs we’ll need a part-time kitchen work-
er.
5.3 The premise’s layout and decoration
This project doesn’t have a precise rented venue yet.  However it has been calculated
based on the following:
 80 square meters main premises (including kitchen 15 square meters)
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 5 square meters storage in the basement
 35 seats plus 20 seats on the terrace during summer time
 Monthly rent cost for main premises 50 euro/m2 (4000 euro)
 Monthly rent cost for the storage 30 euro/m2 (150 euro)
All financial figures have been calculated using figures presented here above. If
monthly rent and amount of the seats changes, it influences profitability and all the
figures have to be recalculated. However, it’s predictable that if amount of seats in the
main premise increases to 40 and monthly rent doesn’t increase 5000, the enterprise
still remains profitable. See chapter 8 for more detailed financial information.
The idea is to create a cozy and homely feeling cafe, where one would like to meet
friends, or just come in when passing by in bad weather. The place will have vintage
design, a lot of cushions, candles and curtains on the windows, flower wallpapers with
pale paint on the walls. Main colors are white, beige, light brown, grey or green, but
with some bright color accents in orange or red, or purple. Furniture will be dark co-
lored - small round tables, and bigger square and rectangular tables with chairs and
some armchairs.
Children corner will be separated from the main area, so that noise wouldn’t disturb
other customers, and at the same time parents could have a seat and watch their child-
ren while eating. Children corner will be small, but vivid and cozy. It will contain plain
toys, books, paper and pencils for painting, etc.
The piano will be a part of the interior together with bookshelves full of books and
table games. Guests could use the piano only with approval of the personnel, so that
be sure that they won’t disturb other guests.
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6 Marketing
This chapter describes our marketing program step by step. However we believe that
marketing has to be adapted to reality every now and then. Below we describe market-
ing tools and ways we going to use them. Marketing budget will be introduced later in
chapter 8 - Financial plans.
Our target group is mainly women in the age of 21-40, working, students, housewives,
with children and single. All kind of women, because women like sweets more than
men, and they tend to spend more time in cafés, whereas men usually stay in bars. We
plan to reach this target group via magazines and web pages with a similar or close tar-
get group. We plan to create loyalty program that is more appealing to this segment.
The way of communication will be also designed to reach this target group best.
6.1 Launch marketing
We are going to use launch marketing campaign before we actually open the venue.
This is because we want to raise the awareness of local people about new opening.
 For this purpose we plan to give advertising in Metro magazine that would in-
clude a coupon valid during 1 month after opening and providing free cup of
ordinary coffee in case you buy and try any piece of cake in a cafe. This adver-
tising is planned to start one month before the opening. For future purposes,
this kind of advertising will be used, because cost of cup of coffee is very low,
but we will get the profit from pastries, and will keep our products fresh thanks
to high turnover. Also, we hope that we will get other customers together with
the one who has a coupon, because he/she will insist to visit our cafe.
 One month before opening start an advertising campaign in Wedding maga-
zines, so that couples could consider our bakery as an option.
 One month before the opening start advertising campaign in women's maga-
zines. Advertising should put more emphasis on light vegan pastry, as well as it
could focus on takeaway pastry for family holidays.
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6.2 First-weeks-after-opening marketing
We realize that first couple of months is very critical for a restaurant enterprise, that is
why we want to do our best in building customer base.
 For this purpose we design an opening: logo balloons, free coffee for every cus-
tomer winning a lottery, which is held every hour outside by a person wearing a
cake costume. This person is going to walk in front of the cafe on the most
crowded days and invite people in, offering leaflets.
 On some days we can offer leaflets “two coffee with the price of one”. Even
though drinks make the most profit, we believe that we better give one drink
for free, to get second paid, than to keep cafe empty. This will give us a chance
to get new customers in, introduce our place, offer loyalty program and get a
chance that this customer loved our place, as we do, and wish to come back and
tell his/her friends.
 We plan to have different auctions on close-to-due-date pastry in the evenings,
and spread this among our guests, so they were aware and it became a tradition
and our distinctive feature. Surely it’s better to cook proper amount of cakes to
sell, however this amount can never be counted exactly, so it’s better to sell lef-
tovers with a discount, to get back money invested into ingredients, than to
throw it into trash bin.
 During first two months, we plan to attract beginning artists and photographers
to have exhibitions at our place, as well as beginning musicians to perform. This
is planned to be on a mutual basis - we provide the venue for them to show
their masterpiece to the world, they provide their art for free. Paintings and pic-
tures can have price and be sold to cafe guests.
6.3 Newspapers, magazines, brochures
The choice of magazines and newspapers for advertising campaigns depends firstly on
their target group, as it should be similar to ours, and secondly on the price of advertis-
ing. It is preferably to use local magazines; however most of those that cover our target
group are countrywide. Final choice will be highly dependent on the price.
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We have chosen the following list:
 Metro
 Elle
 Olivia
 Ilona
 Kauneus & Terveus
 Trendi
 and similar.
In the cafe we plan to have brochures with timetable of event for the following
month, as well as give-away menu, which everyone could take home and decide what
pastry or cake they want to order for their party.
6.4 Internet
Internet, when used properly, is a cheap and easy way for marketing. We plan to create
and manage the following pages:
 Our own webpage
 Blog, where we can post pictures and short stories from our cafe
 Facebook group
 Twitter
 Vkontakte (Russian analogue to Facebook, very popular)
 Youtube channel
Our webpage will be available in 4 languages - Finnish, Swedish, English and Russian,
and it will contain the following:
 Main page will show news and current proposals
 Menu with a lot of beautiful pictures of our pastry
 Calendar of the events
 About us
 Contact information
 Links to our blog, and other pages. (“I like” button)
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 Feedback
We also plan to be listed at the web pages like eat.fi and similar, so that customers could
find us, easily provide us feedback and thus give us a hint how to act.
We want to have our own Youtube channel, where we will publish beautiful videos
made by ourselves with our chefs’ easy cooking classes. This video can be easily spread
around the web.
6.5 Street
On the street we plan to have signboard on the wall as well as on the sidewalks. A per-
son wearing funny cake costume is planned to walk around the area from time to time
giving away leaflets with advertising of our cafe.
6.6 Loyalty customer program and CRM
The loyalty customer card will be created. The card will have 7-box table (correlating
with the name of the café), we will tick a box each time a customer spends 5 euro. At
the 7th box we will offer him/her a free hot drink. The price 5 euro is chosen, because
cup of coffee latte costs 3,5 euro, and if customer wants to fill in a box in a card,
he/she will have to buy a cupcake, or a cookie, or any other pastry, thus increasing our
pastry sales.
Except for this easy coffee program, we plan to develop more elaborated loyalty pro-
gram with monthly offers, collectable discounts, etc. This program will have plastic
cards with changing amount of discount depending on the amount the customer has
already spent in our cafe before.
Later on we plan to create a CRM system (customer relationship management system)
that would help us to manage and increase customer database. Now and then, whenev-
er possible, we want to collect customers’ e-mails so that we could perform hot mailing
campaigns, with offers and discounts, as well as offer customers a discount for their
birthday cake two weeks before their birthday via e-mail. We don’t plan to use cold e-
mail campaigns, because we believe this damages brand’s image.
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6.7 Special events
To differentiate our place from others and also to increase potential customers’ interest
we want to organize different events at our cafe. Here are some examples:
 Cafe-lingua. Monday evenings are usually quite in Helsinki downtown cafes. To
keep venue full and active we want to promote cafe-lingua at our place. This
will be the place where people can learn foreign language speaking with native
speakers. To promote this idea we are ready to present special discounts for
people who participate in it. This is under discussion.
 Piano concerts and other music concerts. We’d love to have a piano at our
place, as life music sounds much more appealing than the CD. We can offer our
place to beginning musicians and bands who want to promote themselves and
who play nice music, which correlates with our cafe’s theme.
 Children painting exhibitions. We offer our customers either to come with kids
and draw a drawing in our children corner, or to bring a drawing from home.
We will offer a theme for the kids to draw, and everyone who brings the draw-
ing will get free coffee. So we could use these drawings to decorate the cafe and
make place look more cozy and homey.
 Art and photography exhibitions. As it was already mentioned before, these ex-
hibitions can be held for the beginning artists at the mutually beneficial terms.
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7 Management and manpower
Managerial and financial tasks will be in scope of my own activity. Please find my CV
in the attachment to business plan 2. I will personally manage and run the business
with help and support of my husband in any legal questions. Also all marketing will be
my responsibility. This is a huge pile of work, however at the beginning we cannot af-
ford to hire a person from outside because of two reasons – financial and managerial.
We will consider an assistant position, but later on, when we’ll have more funds.
The personnel we still have to higher:
 2 chefs full time
 3 waitresses full time
 1 extra chef and 1 extra waitress when needed (e.g. holidays, sick leaves)
Table 1 shows an approximate timetable for the employees. Chefs will have 7-8 hour
working day, starting 2-3 hours before opening and ending after lunchtime is over.
One day per week, we will have two chefs at the kitchen – one operating normal café
work, and the second one preparing pre-ordered pastry and cakes.
Table 1 - Schedule
Mon Tue Wed Thu Fri Sat Sun Total
Opened 11:00 9:00 9:00 9:00 9:00 9:00 12:00 -
Closed 21:00 21:00 21:00 21:00 21:00 21:00 18:00 -
chef 8:00-15:00 7:00-15:00 7:00-15:00 7:00-15:00
7 8 8 8 31
chef 2 13:00-21:00 7:00-15:00 7:00-15:00 9:00-13:00
8 8 8 4 28
waiter 1 10:30-16:00 8:30-15:00 8:30-15:00 8:30-15:00 8:30-15:00 8:30-15:00
5,5 6,5 6,5 6,5 6,5 6,5 38
waiter 2 13:30-21:30 13:30-21:30 13:30-21:30 13:30-21:30 11:30-18:00
8 8 8 8 6,5 39
waiter  3 11:30-15:30 11:30-15:30 13:30-21:30 13:30-21:30 12:00-18:30
4 4 8 8 6,5 31
TOTAL 20,5 22,5 22,5 22,5 22,5 14,5 10,5 136
Waitresses will operate the way shown in the table 2 below. At the busiest times we will
have three waitresses in a café - two serving customers and one cleaning the tables.
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Table 2 – Waitress time scheme
8:30 11:30 13:30 15:00 15:30 21:30
waiter 1
waiter 2
waiter 3
As it was already mention there is an idea to offer some shares to head chef, to in-
crease his/her motivation to the project.
The choice of employees is a very careful process, as in such a small business as a café
everything can go wrong if you create a wrong team. I cannot be always at the front of
the house controlling how waitresses are working, how friendly they are, and how
smooth is the service. This means we have to hire people to whom we can trust. But
trust comes with time. The aim is to create an atmosphere not only for our guests, but
also for employees, so that they feel loyal to the company and were happy to come to
work. From the kitchen staff we expect experience in pastry production in cost effec-
tive manner.
Mutual commitment from both sides – employees’ and company’s is essential. We
want to provide possibilities for advancement, especially when our café will grow and
we will have more operations and will open another café and expand to other cities.
We will offer new interesting places first of all to our employees who performed well,
and then we’ll look from outside, because it’s always better to grow your own special-
ist. We also happy to take industry students from vocational and higher degree pro-
grams, and make sure they really learn with us.
Orientation is very important for every new employee. I personally want to orient new
employees, to be sure that my business idea, service style and café’s image is clear to
them. Newcomers should quickly get the feeling that they belong to the team, because
this affects their performance. Orientation program could include, first, personal ac-
quaintance to other employees and their roles and responsibilities, than process de-
scription, how the raw materials are obtained, how and when the food is produced,
third - it should definitely contain food tasting, as employees should know the product
to be ready to assist to customers. Orientation program should also include patronage
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time period, than existing employee would help newcomer to get into process. After
orientation program there should be session with a feedback discussion with manager
about what was left unclear and where a freshman needs further assistance.
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8 Financial plans
8.1 Sales budget
Our sales will be depended on a season, due to the seasonality of the demand and addi-
tional 20 seats available during summer time at the terrace. Figure 2 presents sales
without VAT (turnover), which can also be found in our Income statement (attach-
ment to business plan 3) and Cash budget (attachment to business plan 4).
Figure 2 – Turnover and sales monthly figures (euro)
Forecasted amount of customers during breakfast time is 5%, lunch – 25%, dinner –
35% and take-away – 35%. Figure 3 presents sales mix.
Figure 3 – Sales mix (customers)
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Forecasted product sales are the following – 60% food sales, 40% non-alcohol beve-
rages.
Figure 4 – Sales mix (products)
In average monthly sales will be at the level of 35 000 euro, which sums to yearly sales
over 420 000 euro (incl. VAT). Current VAT level is 13% for food and non-alcohol
beverages, and 23% for alcohol beverages (which is not applicable in our case). Aver-
age turnover is 30 600 euro, yearly turnover 367 000 euro. More detailed information
can be found in the Income statement (attachment to business plan 3).
According to the buying behavior of Finnish residents, most purchases are done using
bankcards. In our cash budget we forecast 90% of purchases done with a bankcard and
only 10% in cash. We will be able to get 95% immediately (10% cash plus 85% debit
cards) and the rest 5% we will get the following month (these are purchases done with
a credit card).
8.2 Profit and losses
The forecasted Gross profit is 71.00%, which is a good level of Gross profit for restau-
rant field in Helsinki region. Net profit is 5.86%, which is also a good level at Finnish
café market, and especially good result for thirst year of operations. In exact figures the
average monthly net profit is 1 795 euro and yearly profit about 21 500 (see attachment
to business plan 3). Forecast of income statement figures for the following four years is
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presented in the attachment to business plan 5. Figure 5 presents Gross profit of every
particular product.
Figure 5 – Gross profit
Labor costs are calculated based on the table 1 (presented in chapter 7) that helps to
calculate average amount of working hours per day. Table 3 bellow shows calculation
of labor costs. Price of one working hour, which is 12.5 euro, helps to calculate yearly
wages. Total labor costs are calculated by multiplying wages by 1.5, because employer
has related expenses to pay for employees (insurance, etc.) they are shown in the lines
“Related labor costs”
Table 3 – Labor cost calculation
Persons needed 5
Working hours per day 19,36
Payment (euro/hour) 12,50
Wages per month (euro) 7 258,93
Wages per year (euro) 87 107,14
Total labor costs / month (euro) 10 888,39
Total labor costs / year (euro) 130 660,71
Related labor costs / month (eu-
ro) 3 629,46
Related labor costs / year (euro) 43 553,57
We can also calculate the wages/turnover ratio (27.34%) and total staff cost/turnover
ratio (41.01%), as well as average salary per employee gross (1 452 euro) and net (1 118
euro). Salary level is average (12.5 euro/hour); however we can vary working time
among employees to make one person a part-time worker, and others full-time. Salary
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of a waiter is lower than of the cook, but this has been taken into account in calcula-
tions, where average euro per hour is defined as an average between 2 cooks and 3 wai-
tresses.
Table 4 – Expenses (euro)
Expenses Monthly average Year total %, in relationto turnover
Total labor costs 10 888 130 661 48,87%
Rent 3 750 45 000 16,83%
Energy 300 3 600 1,35%
Insurance 100 1 200 0,45%
Book keeping 1 500 18 000 6,73%
Maintenance 100 1 200 0,45%
Marketing 642 7 700 2,88%
Web page 4 50 0,02%
Licensees 125 1 500 0,56%
Cleaning 100 1 200 0,45%
TOTAL 17 509 210 111 78,59%
Table 4 shows expenses:
 Rent expenses are the calculated out of the rent price 50 euro/m2 for the main
premises plus 30 euro/m2 for the storage in the basement (80*50+5*30=4150)
(The price of the rent is the assumption based on the knowledge obtained dur-
ing studies. No special request to the real estate agency was done, due to sus-
pense of project realization).
 Energy expenses are at the average level of 300, as we are a small café.
 Insurance costs 1200 euro/year (see list of insurances needed in chapter 9).
 Book keeping is outsourced with the price 1500 per month.
 Maintenance expenses considered to be low, as we are going to use new equip-
ment.
 Web page will cost us only 50 euro for the hosting, as I personally can create
and maintain café’s webpage, as I have an experience. We can invest in webpage
more next year if needed.
 Licenses don’t cost much, because we don’t need alcohol license. See chapter 9
for the list of all documents and licenses needed.
 Main cleaning will be done by us and workers.
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To calculate profit before taxes we also have to take into account the following:
 Depreciation 1000 euro/month.
 Loan interest 177 euro/month
After this, profit before taxes sums 12.37% of turnover. Profit tax is 24.5%. For more
details please see attachment to business plan 3 – Income statement.
Marketing budget is 7 700 euro – where 4500 is for the first two months. This is be-
cause we have to save every penny. However we planned 250 euro/month spend for
marketing in average. This is not much, but as a young starting business we rely a lot
on Internet marketing, which still has some free or cheap opportunities, like advertis-
ing on Facebook.
At the beginning of the year Café makes losses, but high summer season improves it.
Figure 6 demonstrates it.
Figure 6 – Net profit/loss
8.3 Cash flows
The opening bank balance has to be at least 33 000 euro, not to suffer from deficit of
the budget. This 33 000 are working capital, which will cover main expenses at the be-
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ginning, while the business starts to increase turnover. Figure 7 represents monthly
closing bank balance of the business. Please see also attachment to business plan 4 –
Cash budget.
Figure 7 – Closing bank balance (euro)
8.4 Investments
Our personal investments will be 18 300 euro. 37 500 euro – cost of renovation and
machinery, 63 013 euro - working capital needed, from here, total capital required is 53
013 euro. See details in Table 5.
Table 5 – Capital required
Cost of renovation and machinery
37 500 TOTAL
Working capital
1 925 stock (1 week)
12 450 rent (3 months)
10 888 total labor costs (1 months)
1 000 float
5 000 marketing money (2 months)
50 web-page
2 500 licenses
25 513 TOTAL
71 313 Total capital
Own capital
18 300 TOTAL
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53 013 Capital required
We require a loan amount 53 000, which we can repay in 2 years (and our cash budget
and income statement show it), we are able to pay 4% interest. With such conditions
monthly payment will be about 2 386 euro (2 209 repayment plus 177 interest, interest
will decrease with time, while repayment remains unchanged, please see attachment to
business plan 6 for more details). In one year this loan will bring investors 1 635  euro,
in two years 2 209. See details in table 6. In case we apply for the loan, we are planning
to use Nordea bank or Sampo pankki services.
Table 6 – Loan
Loan amount 53 013
Period (months) 24
Interest rate 4%
Payment 2 386
Interest (month) 177
Repayment (month) 2 209
Interest (one year) 1 635
Repayment (year) 26 505
Interest (two years) 2 209
8.5 Conclusions
The business is profitable and able to bring income. Taking into account future poten-
tials of the business, the sales and profits will grow (see four year forecast in the at-
tachment to business plan 5). The most important are first two years, which will help
to create a stable base for the potential expansion.
Profitability of the business is shown in attachment 3, and positive bank balance shows
its liquidity (see attachment 4). Efficiency is calculated as a ratio of expenses to reve-
nue, and is 95.04%, which means that to generate 1 euro of revenue business needs to
spend 0.95 cents.
However stability of the business depends on the amount of borrowed capital. So far
the ratio of debt to equity is 2.9, which is quite high. But if involve shareholders from
outside, the ratio will decrease thus increasing stability. And this is the purpose of this
business plan.
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9 Licensees and insurances
This chapter lists documents needed to found a company and open a café.
Main application forms to found a company can be obtained from Yritys- ja yhteisö
tietojärjestelmä webpage (www.ytj.fi). These documents are also presented their in
English, as well as all the instructions, but English version is only given for an example,
to found a company all documents have to be filled in Finnish.
1. Memorandum of Association (fin. – Perustamissopimus) (attachment 7)
2. Start-up notification Y1 (fin. – Perustamisilmoitus)  (attachment 8)
3. An appendix to Y1 for the Trade register (fin. – Perustamisilmoitus. Liite lo-
makkeeseen Y1)  (attachment 9)
Documents that should be obtained from the landlord:
4. Lease of business premises agreement (fin. – Vuokrasopimus). As an example
we use the form by Toimitilat.fi, Finnish renting service.  (attachment 10)
5. Layout of the premise
Other documents:
6. CV of owners (attachment 2)
7. Written notification to the local police (www.poliisi.fi)
8. Notification to grocery supervision administration (self-supervision plan)
9. Permit for the terrace from Street and Park division of the Public, Helsinki city
(Rakkenusvirasto. www.hel.fi )
10. Energy agreement with Helsingin Energia or other (www.helen.fi )
11. Water agreements with Helsingin Vesi (www.hsy.fi)
12. Bank agreement (payrolls, account, terminal, etc. Nordea, Sampopankki or
other)
13. Food selling permit from Valvira (www.valvira.fi)
14. Music licenses from Gramex or/and Teosto  (www.gramex.fi, www.teosto.fi)
15. License for outdoor advertising and banners outside of the premise from
Helsinki 16. Real estate department (www.kiinteistoliitto.fi)
17. Employee insurance (compensation for person and object damage, both em-
ployees and customers)
18. Accident insurance
19. Premise and equipment insurance
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Attachment to business plan 1 - The menu example
Coffee drinks
Cappuccino
Latte
Americano (ordinary coffee)
Espresso
Double espresso
Other hot drinks
Tee (choice)
Hot chocolate
Cacao
Cold drinks
Ice tea
Homemade lemonade
Fresh juice
Apple
Carrot
Orange
Grapefruit
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Sweet pastry
Double chocolate cheesecake
Lemon cheesecake
Beetroot chocolate pie (vegan)
Coffee pie with prunes (vegan)
Fancy cake with peaches and coconut jelly (vegan)
Blackcurrant muffins
Vienna strudel
Mint cupcakes
Green-tea cake
Oat-almond crumble with peaches
Charlotte cake with apples
Carrot-hazelnut cream cake
Crazy cake
Salty and savory pastry
Swiss quiche
Spinach quiche
Green chilly chicken quiche
Russian pies with different fillings
Ship’s biscuit with vegetables (cheese, meat)
Pizza cake
Salads
Rucola salad with corn and goat cheese
Beetroot salad with pesto and goat cheese
Slimming Italian (tomato-basil salad)
Toscana tomato salad
German potato salad
Russian salad
---
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Attachment to business plan 2 – CV Sushko Ekaterina
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Attachment to business plan 3 – Income statement
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec YEAR
Sales food (60%) 18 309 18 309 18 309 18 309 27 143 27 143 27 143 27 143 15 582 15 582 20 202 20 202 253 373
Sales non-alcohol beverages (40%) 12 206 12 206 12 206 12 206 18 095 18 095 18 095 18 095 10 388 10 388 13 468 13 468 168 916
Sales TOTAL 30 515 30 515 30 515 30 515 45 238 45 238 45 238 45 238 25 970 25 970 33 670 33 670 422 289
VAT food (13%) 2 380 2 380 2 380 2 380 3 529 3 529 3 529 3 529 2 026 2 026 2 626 2 626 32 939
VAT non-alcohol bev (13%) 1 587 1 587 1 587 1 587 2 352 2 352 2 352 2 352 1 350 1 350 1 751 1 751 21 959
VAT TOTAL 3 967 3 967 3 967 3 967 5 881 5 881 5 881 5 881 3 376 3 376 4 377 4 377 54 898 13,00%
Turnover food 15 929 15 929 15 929 15 929 23 614 23 614 23 614 23 614 13 556 13 556 17 576 17 576 220 435 60,00%
Turnover non-alcohol bev 10 619 10 619 10 619 10 619 15 743 15 743 15 743 15 743 9 038 9 038 11 717 11 717 146 957 40,00%
Turnover TOTAL 26 548 26 548 26 548 26 548 39 357 39 357 39 357 39 357 22 594 22 594 29 293 29 293 367 391 100,00%
Cost of sales food (35%) 5 575 5 575 5 575 5 575 8 265 8 265 8 265 8 265 4 745 4 745 6 152 6 152 77 152 21,00%
Cost of sales non-alcohol bev (20%) 2 124 2 124 2 124 2 124 3 149 3 149 3 149 3 149 1 808 1 808 2 343 2 343 29 391 8,00%
Cost of sales TOTAL 7 699 7 699 7 699 7 699 11 413 11 413 11 413 11 413 6 552 6 552 8 495 8 495 106 544 29,00%
Gross profit food 10 354 10 354 10 354 10 354 15 349 15 349 15 349 15 349 8 812 8 812 11 424 11 424 143 283 39,00%
Gross profit non-alcohol bev 8 495 8 495 8 495 8 495 12 594 12 594 12 594 12 594 7 230 7 230 9 374 9 374 117 565 32,00%
Gross profit TOTAL 18 849 18 849 18 849 18 849 27 943 27 943 27 943 27 943 16 042 16 042 20 798 20 798 260 848 71,00%
Total labor costs 10 888 10 888 10 888 10 888 10 888 10 888 10 888 10 888 10 888 10 888 10 888 10 888 130 661 35,56%
Profit after labor costs 7 961 7 961 7 961 7 961 17 055 17 055 17 055 17 055 5 153 5 153 9 910 9 910 130 187 35,44%
Rent 4 150 4 150 4 150 4 150 4 150 4 150 4 150 4 150 4 150 4 150 4 150 4 150 49 800 13,56%
Energy 300 300 300 300 300 300 300 300 300 300 300 300 3 600 0,98%
Insurance 100 100 100 100 100 100 100 100 100 100 100 100 1 200 0,33%
Book keeping 1 500 1 500 1 500 1 500 1 500 1 500 1 500 1 500 1 500 1 500 1 500 1 500 18 000 4,90%
Maintenance 100 100 100 100 100 100 100 100 100 100 100 100 1 200 0,33%
Marketing 2 500 2 000 100 100 500 100 500 100 500 100 700 500 7 700 2,10%
Web page 50 - - - - - - - - - - - 50 0,01%
Licensees 1 500 - - - - - - - - - - - 1 500 0,41%
Cleaning 100 100 100 100 100 100 100 100 100 100 100 100 1 200 0,33%
Gross operating profit -2 339 -289 1 611 1 611 10 305 10 705 10 305 10 705 -1 597 -1 197 2 960 3 160 45 937 12,50%
Depreciation 1 000 1 000 1 000 1 000 1 000 1 000 1 000 1 000 1 000 1 000 1 000 1 000 12 000 3,27%
Operating profit -3 339 -1 289 611 611 9 305 9 705 9 305 9 705 -2 597 -2 197 1 960 2 160 33 937 9,24%
Loan interest 177 177 177 177 177 177 177 177 177 177 177 177 2 121 0,58%
Profit before tax -3 516 -1 466 434 434 9 128 9 528 9 128 9 528 -2 773 -2 373 1 783 1 983 31 817 8,66%
Income tax (24.5%) 0 0 106 106 2236 2334 2236 2334 0 0 437 486 10 277 2,80%
Net profit -3 516 -1 466 328 328 6892 7194 6892 7194 -2 773 -2 373 1346 1497 21 540 5,69%
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Attachment to business plan 4 – Cash budget
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec YEAR
Receipts
Cash sales without VAT (10%) 2 655 2 655 2 655 2 655 3 936 3 936 3 936 3 936 2 259 2 259 2 929 2 929 36 739
Credit sales without VAT (85%) 22 566 22 566 22 566 22 566 33 453 33 453 33 453 33 453 19 205 19 205 24 899 24 899 312 283
Credit sales of previous month (5%) - 1 327 1 327 1 327 1 327 1 968 1 968 1 968 1 968 1 130 1 130 1 465 16 905
Total receipts 25 220 26 548 26 548 26 548 38 716 39 357 39 357 39 357 23 432 22 594 28 958 29 293 365 927
Payments
Food and beverages (same month
50%) 3 849 3 849 3 849 3 849 5 707 5 707 5 707 5 707 3 276 3 276 4 247 4 247 53 272
Food and beverages (next month 50%) 1 925 3 849 3 849 3 849 3 849 5 707 5 707 5 707 5 707 3 276 3 276 4 247 50 949
Payroll 10 888 10 888 10 888 10 888 10 888 10 888 10 888 10 888 10 888 10 888 10 888 10 888 130 661
Rent 8 300 8 300 8 300 8 300 8 300 8 300 49 800
Insurance 1 200,0 1 200
Energy 300,0 300,0 300,0 300,0 300,0 300,0 300,0 300,0 300,0 300,0 300,0 300,0 3 600
Loan repayment 2 209 2 209 2 209 2 209 2 209 2 209 2 209 2 209 2 209 2 209 2 209 2 209 26 507
Interest 177 177 177 177 177 177 177 177 177 177 177 177 2 121
Book keeping 1 500 1 500 1 500 1 500 1 500 1 500 1 500 1 500 1 500 1 500 1 500 1 500 18 000
Maintenance 100,0 100,0 100,0 100,0 100,0 100,0 100,0 100,0 100,0 100,0 100,0 100,0 1 200
Marketing 2 500,0 2 000,0 100,0 100,0 500,0 100,0 500,0 100,0 500,0 100,0 700,0 500,0 7 700
Cleaning 100,0 100,0 100,0 100,0 100,0 100,0 100,0 100,0 100,0 100,0 100,0 100,0 1 200
Web page 50,0 - - - - - - - - - - - 50
Licensees 1 500,0 - - - - - - - - - - - 1 500
Total payments 34 598 24 973 31 373 23 073 33 630 26 787 35 487 26 787 33 057 21 926 31 798 24 269 347 759
Net cash flow -9 378 1 575 -4 825 3 475 5 086 12 569 3 869 12 569 -9 625 668 -2 840 5 024 x
Opening bank balance 33 813 24 435 26 010 21 185 24 660 29 746 42 316 46 185 58 754 49 129 49 797 46 957 x
Closing bank balance 24 435 26 010 21 185 24 660 29 746 42 316 46 185 58 754 49 129 49 797 46 957 51 981 x
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Attachment to business plan 5 – Income statement forecast for 4 years
YEAR 1 YEAR 2 YEAR 3 YEAR 4
Sales food (60%) 253 373 282 341 289 140 303 419
Sales non-alcohol beverages (40%) 168 916 188 227 192 760 202 279
Sales TOTAL 422 289 470 568 481 900 505 698
VAT food (13%) 32 939 36 704 37 588 39 444
VAT non-alcohol bev (13%) 21 959 24 470 25 059 26 296
VAT TOTAL 54 898 13,00 % 61 174 13,00 % 62 647 13,00 % 65 741 13,00 %
Turnover food 220 435 60,00 % 245 636 60,00 % 251 552 60,00 % 263 974 60,00 %
Turnover non-alcohol bev 146 957 40,00 % 163 758 40,00 % 167 701 40,00 % 175 983 40,00 %
Turnover TOTAL 367 391 100,00 % 409 394 100,00 % 419 253 100,00 % 439 957 100,00 %
Cost of sales food (35%) 77 152 21,00 % 85 973 21,00 % 88 043 21,00 % 92 391 21,00 %
Cost of sales non-alcohol bev (20%) 29 391 8,00 % 32 752 8,00 % 33 540 8,00 % 35 197 8,00 %
Cost of sales TOTAL 106 544 29,00 % 118 724 29,00 % 121 583 29,00 % 127 588 29,00 %
Gross profit food 143 283 39,00 % 159 664 39,00 % 163 509 39,00 % 171 583 39,00 %
Gross profit non-alcohol bev 117 565 32,00 % 131 006 32,00 % 134 161 32,00 % 140 786 32,00 %
Gross profit TOTAL 260 848 71,00 % 290 670 71,00 % 297 670 71,00 % 312 370 71,00 %
Total labor costs 130 661 35,56 % 151 211 36,94 % 153 311 36,57 % 159 800 36,32 %
Profit after labor costs 130 187 35,44 % 139 459 34,06 % 144 359 34,43 % 152 570 34,68 %
Rent 49 800 13,56 % 49 800 12,16 % 49 800 11,88 % 52 600 11,96 %
Energy 3 600 0,98 % 3 600 0,88 % 3 600 0,86 % 4 000 0,91 %
Insurance 1 200 0,33 % 1 200 0,29 % 1 200 0,29 % 1 500 0,34 %
Book keeping 18 000 4,90 % 18 000 4,40 % 18 000 4,29 % 20 000 4,55 %
Maintenance 1 200 0,33 % 2 000 0,49 % 8 000 1,91 % 2 500 0,57 %
Marketing 7 700 2,10 % 8 900 2,17 % 8 900 2,12 % 12 000 2,73 %
Web page 50 0,01 % 2 000 0,49 % 1 000 0,24 % 1 000 0,23 %
Licensees 1 500 0,41 % 1 500 0,37 % 1 500 0,36 % 1 500 0,34 %
Cleaning 1 200 0,33 % 1 200 0,29 % 1 200 0,29 % 1 200 0,27 %
Gross operating profit 45 937 12,50 % 51 259 12,52 % 51 159 12,20 % 56 270 12,79 %
Depreciation 12 000 3,27 % 12 000 2,93 % 12 000 2,86 % 12 000 2,73 %
Operating profit 33 937 9,24 % 39 259 9,59 % 39 159 9,34 % 44 270 10,06 %
Loan interest 2 121 0,58 % 2 121 0,52 % 0,00 % 0,00 %
Profit before tax 31 817 8,66 % 37 138 9,07 % 39 159 9,34 % 44 270 10,06 %
Income tax (24,5%) 10 277 2,80 % 11 365 2,78 % 12 005 2,86 % 13 156 2,99 %
Net profit 21 540 5,69 % 25 773 6,30 % 27 154 6,48 % 31 114 7,07 %
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Attachment to business plan 6 – Monthly loan repayment
Month Loan amount Monthlypayment Interest Repayment
Loan amount
after pay-
ment
Accumulated
interest
1 53 013 2 386 177 2 209 50 804 177
2 50 804 2 378 169 2 209 48 595 346
3 48 595 2 371 162 2 209 46 386 508
4 46 386 2 364 155 2 209 44 177 663
5 44 177 2 356 147 2 209 41 968 810
6 41 968 2 349 140 2 209 39 759 950
7 39 759 2 342 133 2 209 37 550 1 082
8 37 550 2 334 125 2 209 35 341 1 208
9 35 341 2 327 118 2 209 33 132 1 325
10 33 132 2 319 110 2 209 30 923 1 436
11 30 923 2 312 103 2 209 28 714 1 539
12 28 714 2 305 96 2 209 26 505 1 635
13 26 505 2 297 88 2 209 24 296 1 723
14 24 296 2 290 81 2 209 22 087 1 804
15 22 087 2 283 74 2 209 19 878 1 878
16 19 878 2 275 66 2 209 17 669 1 944
17 17 669 2 268 59 2 209 15 460 2 003
18 15 460 2 261 52 2 209 13 251 2 054
19 13 251 2 253 44 2 209 11 042 2 098
20 11 042 2 246 37 2 209 8 833 2 135
21 8 833 2 238 29 2 209 6 624 2 165
22 6 624 2 231 22 2 209 4 415 2 187
23 4 415 2 224 15 2 209 2 206 2 201
24 2 206 2 216 7 2 209 -3 2 209
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Attachment to business plan 7 – Memorandum of Association (fin. – Perustamissopimus)
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Attachment to business plan 8 – Start-up notification Y1 (fin. – Perustamisilmoitus)
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Attachment to business plan 9 - An appendix to Y1 for the Trade register
(fin. – Perustamisilmoitus. Liite lomakkeeseen Y1)
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Attachment to business plan 10 – Lease of business premises agreement (fin. – Vuo-
krasopimus)
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